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SNAP and HSight can help you improve your marks!

Your purchase of the third European edition of Malhotra
and Birks, Marketing Research: An Applied Approach,
includes a CD-ROM containing valuable Snap and XSight
software demos, Snap and XSight work at the cutting edge
of marketing research practice and set industry standards.
Using these demos will dramitically enhance your
understanding of quantitative and qualitative design and
analysis issues in marketing research,
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What are Snap and HSight and how will they
help you?

Snap is a user-friendly program for marketing research,
enabling you to design surveys, create and publish
questionnaires, and collect and analyse the replies. This
powerful survey software is an industry standard that has
been helping researchers and educators in more than 50
countries for 25 years, Snap consists of a core product,
Snap Professional, and specialist modules that may be
added to extend its capabilities to surveys via the Internet,
Personal Digital Assistants {PDAs), tablets, Kioshks, scanning
and telephone interviewing. You will find direct references
to the use of Snap in Chapter 10 (Survey and quantitative
abservation lechniques), Chapter 13 (Questionnaire design ),
Chapter 17 (Data preparation) and Chapter 18 {Frequency
distribution, cross-tabulation and hypothesis testing ).
XSight is a user-friendly program for qualitative data
analysis software, customised for marketing researchers.

Conventional qualitative data analysis software was
designed for and used mainly by academic researchers,
X5ight was designed for marketing researchers by market-
ing researchers who understood the particular problems
faced by their profession. Created by QSR International, a
qualitative research software company with years of
experience in developing solutions to a wide array of
research problems, XSight is seen as a breakthrough tool
for every qualitative marketing researcher, It will enable
you to explore unstructured qualitative data gathered via
focus groups, interviews or open ended surveys much
more easily. This will allow you much more time to
devote to the real art of qualitative research — interpreta-
tion. With XSight vou will be able to compile, compare
and make logical connections in qualitative data almaost
instantaneously. It can help you identify even the most
subtle data patterns. You will find direct references and a
case to illustrate the use of XSight in Chapter 9
[ Qaalitative research: data analysis).

Using SNAP and HSight

With the enclosed free trial version of Snap, simply install it
on your personal computer at a time that's convenient,
Youll then be able to design a ‘mini-survey’ of up to 9
questions and up to 25 respondents. You'll also be able to
see examples of moch larger surveys designed with Snap,
There is no time limit to the use of Snap.

With X5Sight, we advise yvou to work through the tutorials
before using your software. First, simply install XSight on
your personal computer at a time that's convenient. The
tutorials can then be accessed from within the software,
You'll need to open XSight and click on the 'Help' menu,
From there, click on *XSight Tutorials’ Once you are famil
iat with how XSight works, vou're ready to gel started. The
software we've provided you with lets you enjoy the full
suite of XSight features for a period of 90 days. Once you
have experienced the henefits of using Snap and XSight,
they will become integral to your work in the design, data
collection and analysis of quantitative and qualitative data,
Working without them may become inconceivable.

To use the CD:

1. Put the CD in your machine,
2. Select the options to install Snap; or install XSight,
3. Follow the an-screen instructions,

4, X5Sight only: when prompted, input the password
printed on the CD.
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We work with leading authors to develop the strongest educational materials in marketing,
bringing cutting-edge thinking and best learning practice to a global market. Under a range
of well-known imprints, including Financial Times Prentice Hall, we craft high quality print
and electronic publications which help readers to understand and apply their content,
whether studying or at work.

To find out more about the complete range of our publishing please visit us on the
World Wide Web at; www.pearsoned.co.uk

Visit the Marketing Research: An Applied Approach, Third European edition
Companion Website at www.pearsoned,co.uk/malhetra_euro to find valuable student
learning material including:

Annotated links to relevant sites on the web

Online glossary

Flashcards to test your knowledge of key terms and definitions

Introduction to the valuable Snap/XSight software on the CD that accompanies this
book

Foreword by the Managing Director of Sports Marketing Surveys, who has provided
many of the case studies throughout the book
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Working as a marketing researcher is a very creative task. This creativity is nurtured by an industry and a discipline
that is undergoing enormous changes. Decision-makers that use marketing research are demanding greater value
for their research spend, a much quicker turnaround of research projects and more insight to, and integration of,
any information collected. Industry competition is emerging and growing from suppliers of competitive intelli-
gence, management consultants, customer database analysts and low-cost survey suppliers using new technologies.
In addition, respondents are becoming more aware of the value of their knowledge. With many surveys used to
generate news items or sales leads, respondents are more sceptical of the motives and value of surveys, creating
major challenges for the genuine marketing researcher, These challenges also create enormous opportunities for
marketing researchers who use their skills to fully grasp the changes occurring in today's business world.

Marketing researchers must be able to cope with the technical challenges to plan, gather, analyse and interpret
information. They must be aware of the challenges faced by the array of decision-makers that trust sound market-
ing research. They must be able to empathise with the people they daim to question and observe, and to treat them
with care and respect, Marketing researchers that rise to the emerging challenges can have a genuine impact on the
strategic direction of a company. Their future is very bright, stimulating and rewarding.

Understanding the emerging marketing research challenges, developing creativity, finding the confidence to
conduct research and to discover insight in findings may seem difficult with so many options to consider, This is
where we believe Marketing Research: An Applied Approach, Third European Edition can help. Founded on the
enormously successful American editions and the First and Second European editions, this text aims to be compre-
hensive, authoritative and applied. This edition includes an array of Furopean and international examples,
practices and illustrations. It portrays a balance of qualitative and quantitative approaches to conducting research
that allows the creative support of decision-malkers. It will zuide the reader through the challenges faced in con-
ducting marketing research of the highest quality. This is achieved through an appropriate blend of scholarship
with a highly applied and managerial orientation.

The book

The book is written for use at both the undergraduate and postgraduate levels. The coverage is comprehensive and
the depth and breadth of topics are well suited to both levels. The material is presented in a manner that is easy to
read and understand. There are numerous diagrams, tables and examples to help explain and illustrate the basic
concepts. IF a chapter does not cover a particular topic in sufficient depth, there are numerous references to follow
a line of enquiry. The web addresses presented throughout allow for further illustration of ideas and, in many
instances, demonstration versions of software. The companion website presents a Marketing Research Software
section, links to the book’s companion Marketing Research agency — Sports Marketing Surveys — more European
cases, exercises and web links,

Marketing research is defined as a topic with a clear demonstration of how it may support effective decision-
making. This definition is set in the context of the nature and dynamics of the marketing research industry, The
limitations of marketing research are recognised, as are other means of information support that decision-makers
turn to. The process of conducting marketing research is described in six stages. Each of these stages is fully
described and illustrated. Working out an approach and research design is discussed as a foundation to administer-
ing techniques. The justification for the use of gualitative and quantitative techniques is made, with a
demonstration of how they may mutually support cach other. The administration of a broad range of qualitative
and quantitative techniques is presented. Sampling issues for both qualitative and quantitative studies are dis-
cussed. Issues of ensuring the quality of data and preparing for data analysis are covered. Qualitative data analysis
is discussed in detail. Quantitative data analysis from simple descriptive statistics to sophisticated multivariate
techniques is worked through in seven chapters. Presenting research findings in both oral and written formats is
covered, with an emphasis on ensuring that the interpretation of research findings really supports decision-makers.

xiii



Preface

Applications of marketing research in an international context are tackled in most chapters; this vital topic also has
a distinct chapter in its own right, Applying marketing research in a b2b context is illustrated in many parts of the
text but, as a vital topic for the industry with many challenges, it has a distinet chapter in its own right. The ethical
practice of marketing research and the dilemmas that researchers face are also tackled in most chapters. Discussion
of the impact of the Internet and IT on marketing research is integrated throughout the text but is also dealt with
at the end of each chapter.

Being an excellent marketing researcher requires an appreciation of, and continual practice of, all the elements
discussed in this text. This book frmby sets vou on that path of creativity and excellence.

MNew for this edition

Revisions to existing chapters We have retained the most desirable features of the first five American editions
and the first two European editions. In all chapters that tackle quantitative techniques and analysis, none of the
well-regarded material has been lost, Changes have been made to improve the clarity of explanations, with many
new examples and updated references. Developments in the use of databases have made substantial changes in how
decision-makers are supported. These developments are tackled in the revisions to the chapter that covers ‘internal
secondary data and the use of databases. In the chapter devoted o qualitative data analysis, particular emphasis
has been placed upon clarifying the nature of grounded theory, content analysis and semiotics. In the chapter
devoted to correlation and regression, a new section is devoted to structural equation modelling. All chapters have
benefitted from more up-to-date references and, where appropriate, more relevant examples that reflect the
European and international focus. At the end of each chapter, a new section is présented with five stimulating
Exercises that can be conducted individually or in teams, both in and out of the classroom,

Web links The pace of new technological developments in the marketing research industry is breathtaking. Trying
to keep up with them is a thankless task. It can be guaranteed that as soon as any publication hits the shelves, much
material on technology can be out of date. Many of the new developments that have a demonstrable impact on the
practice of marketing research, especially through the use of the Internet, have been incorporated into each chap-
ter. To maintain the currency of technology, the web addresses of the major research associations, national
statistical bodies, and rescarch organisations are presented. The web addresses of major suppliers of qualitative
analysis packages, questionnaire design, survey processing and statistical analysis are also presented. Care has been
taken to choose those where good case illustrations and demo versions are available, in a variety of formats to suit
individual users,

CD demonstration software The CD that accompanies this edition contains demonstration software for quanti-
tative and qualitative researchers.

Snapd www.snapsurveys.com is powerful user-[riendly soltware that has driven standards in survey design and
analysis in the marketing research industry for over 25 years, It is now used in over 50 countries worldwide, With
Snap#, questionnaires can be created and published for surveys that use paper, web, email and computer-assisted
personal and telephone interviews. It can then offer options to key or scan data or even to collect data automati-
cally, Survey results can be analysed, statistics calculated and tables and charts produced, These features briefly
summarise how the software helps to manage a great array of survey designs. By working through the demo, the
detail of support in survey design, Le. the array of functions available, will become apparent. The demo will bring
to life the challenges to questionnaire and survey designers and the solutions they use in practice;

XSight www.gqsrinternational.com is a new product that offers customised data analysis software for qualitative
marketing researchers, The soliware has been developed by QSR International who are world leaders in qualita-
tive research software as used in a variety of applications. Academic marketing researchers that use qualitative
analysis software would be familiar with QSE's NVivo package, which we discuss in Chapter 5. In this chapter,
we discuss why for many practitioner qualitative marketing researchers, manual methods or basic computer-
based methods have been the norm. XSight has been developed in close consultation with practitioner
marketing researchers to bridge the gap between the packages designed for the needs of academics and tradi-
tional manual methods. The demo will bring to life the challenges faced by qualitative researchers in the amount
and nature of qualitative data they may collect and how they make sense of that data,

xiv



Praface

Sports Marketing Surveys There is 2 new ‘companion’ marketing research agency, whose work forms a running
case throughout the text. In most chapters, examples will be presented based upon work conducted by the market-
ing research agency Sports Marketing Surveys. This independent marketing research agency has specialised in the
sponsorship and sports industry for the past 20 years, The sports industry and many sponsorship deals are often
multi-country in their reach and activity and to meet these challenges Sports Marketing Surveys has the capability
of working and reporting on a worldwide basis, in over 200 countries, for events such as the Olympic Games,
Wimbledon, the Byder Cup and the Football World Cup. Work from four projects conducted by Sports Marketing
Surveys will be used as running examples throughout this boak:

Racetrack 2003 — a syndicated study to measure the attitudes and opinions of, and profile, the Formula One [an
across eight countries worldwide,

Nestea — sponsorship evaluation in “Wind, Water and Waves' Hungary and Germany, and Beach Volleyball in
[taly, Germany and Sweden.

Flora London Marathen 2004 — TV media analysis, public awareness tracking and target market research.

Rugby League - understanding and quantifying the core values of Rugby League and new branding concepts for
the game,

Elements of these commercially sensitive projects will be chosen to show how Sports Marketing Surveys managed
the challenges of conducting actionable marketing research. There will also be a distinct section on the companion
wehsite devoted to Sports Marketing Surveys.

Companion website The companion website has been updated to reflect the changes in this edition, There are
new European case studies with discussion points and questions to tackle. All the referenced websites on the text
are described with notes of key features to look for on a particular site.

There is a new section on the website devoted to Marketing Research Software. This section is based upon the
work of three contributors:

Peter Wills is the CEOQ of SNAP Surveys and a Senior Visiting Fellow at the University of Southampton. He has
contributed to the first two editions of this text, writing Professional Perspectives on the impact of the Internet
on marketing research and how technology changes affect questionnaire and survey design, Peter has helped a
huge variety of organisations with marketing research problems. As well as the SNAP software, his business
encompasses training, software implementation and bespoke survey and questionnaire design, data entry, analy-
sis and reporting; especially utilising the Internet but also incorporating the latest technological developments to
capture data. He has worked directly with research users and research companies.

Tim Macer is the Managing Dhrector ol Meaning and a Senior Visiting Fellow at the University of Southampton.
He has established a reputation internationally as an authoritative and independent analyst and commentator
on software for survey research, data collection and analysis. He is often called on by industry bodies such as the
Association of Users of Market Research Agencies {AURA), the Council of American Survey Research
Organisations {CASRO), the Marketing Research Association (MRA} and the Market Research Society (MRS} to
speak as an impartial commentator at conferences or training events. Tim regularly contributes to two industry-
respected magazines — Research in the UK and Quirk’s Review in the USA — on software and technology. He has
contributed to the first two editions of this text, allowing access to his published reviews of the huge variety and
applications of software that support marketing research activity.

Karen Thomas is the marketing director of QSR International. She is responsible for their Marketing Strategy,
Communications, Customer Service and Business Analyst functions. Karen drew experience from working in
Australia and the UK, including senior management positions with a global IT firm and consultancy. QSR are
the world's leading supplier of qualitative data analysis software. Their products — WVivo, N6 and XSight — are
used in over 90 countries throughout the world. More researchers use QSR products than all other qualitative
research software. Karen's work on the marketing research impact of X5ight illustrates the innovations of a com-
pany with over 20 years' experience in data analysis software development and an in-depth understanding of
qualitative research,

XV



Preface

Instructors manual The instructors manual is very closely tied to the text, but is not prescriptive in how the
material should be handled in the classroom. The manual offers teaching suggestions, answers to all end-of-chapter
questions, Professional Perspective discussion points, and case study exercises. The manual includes PowerPoint
slides, incorporating all the new figures and tables.

Photography Photographs that accompany any management textbook may be perceived as trivial and mere
embellishments. [ do not take this view. I see textbook photographs as a means to encapsulate the essence of a sub-
ject, its jovs and its challenges. In putting together the new colour photographs for this edition, T wanted images that
poriray the competitiveness, dynamism and creativity of marketing research. The worlk of Sports Marketing Surveys
and many of the other text examples exemplify these characteristics, and the images amplify them. The four-colour
design of the book portrays the vitality of marketing research. Some of the images in this edition have a serious
intent, linking a particular image to concepts and aiding the recall of a concept. Others are there to lighten the some-
times difficult technical passages. In their own right, each image has many technical and artistic merits.
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